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Football: now 7-month TV staple 

Sponsors will ante up $92 million to networks 
and stations; broadcasters pay $37 million for 
TV-radio rights, BROADCASTING survey indicates 


On the first weekend in August a true 
football fanatic in New York, Washing¬ 
ton or Houston could have watched— 
if he had the endurance and blessings 
of his spouse—about 12 to 13 hours of 
professional football on television. This 
included single games on ABC-TV and 
NBC-TV, two games on CBS-TV, and 
one carried locally. 

And these weren’t even the season’s 
first games. The real harbinger of the 
fall madness had been ABC-TV’s 
Coaches All-America game played in 
Buffalo, N. Y., June 25. And the foot¬ 
ball broadcasting season doesn’t end un¬ 
til late in January. 

Football, the high-priced baby that 
stations and networks court as a money¬ 
making, rating-building item, has come 
almost as close to the television satura¬ 
tion level as anything can. Although 
the season won’t officially start for col¬ 


leges or pros until mid-September, 
football already takes up more weekly 
hours than the combined three epi¬ 
sodes of Peyton Place . 

For the current season, the radio and 
TV networks will spend $34,455,000 
for rights to professional and collegiate 
games. In addition, Broadcasting’s an¬ 
nual survey shows that the 14 National 
Football League teams will realize an 
estimated $1,070,000 from local radio 
rights, the eight American Football 
League teams will get $270,000 for ra¬ 
dio rights and 148 major colleges will 
get $1,408,875 from local radio and 
delayed TV rights from 1,904 radio 
and 158 TV stations. 

There is more: the rights the pros 
get for films of their games, the fees 
paid to college and pro coaches and 
players as hosts and guests of shows 
where game films are shown. 


What it all adds up to is a whopping 
$37,683,875 that broadcasters will shell 
out this year because someone invented 
a pigskin. This is $8,2 million more 
than 1964’s $29,419,650 (Broadcast¬ 
ing, Aug. 10, 1964) and about two- 
and-a-half times the 1963 rights which, 
went for less than $15 million. 

Although the cost to sponsors con¬ 
tinues to grow, the sales position of 
networks and stations generally is a 
good one. There are scattered eighths, 
sixteenths, parts of pregame, post-game 
shows and adjacencies still unsold, but 
on the whole broadcasters don’t antici¬ 
pate any difficulty in getting sponsors 
to pay about $92 million to back any¬ 
thing connected with football. 

How High a Bid? ■ Even while 
broadcasters are promoting their exten¬ 
sive 1965-66 football schedules, execu¬ 
tives at the networks are trying to de- 


What networks pay for radio-TV rights 


ABC Radio 

College All-Star game $ 

5,000 

Aug. C 


Notre Dame football 

80,000 

Sept. 18 

ABC Radio 




Total 


85,000 


ABC-TV 

Coaches All-America game 50,000 

June 25 


College All-Star game 

175,000 

Aug. 6 


Liberty Bowl 

100,000 

Dec. 18 




(tent.) 


Bluebonnet Bowl 

125,000 

Dec. 18 


North-South Shrine game 

50.000 

Dec. 25 


Gator Bowl 

140.000 

Dec. 31 


Hula Bowl (taped Jan. 7) 

30,000 

Jan. 8 

ABC-TV 




Total 

$670,000 


CBS Radio 

Cotton Bowl 

(1) 

Jan. 1 


NFL Championship game 

(1) 

Jan. ? 

CBS-TV 

NFL preseason games 

100,000 

Aug. 7 


Nat. Football League 14,100,000 

Sept. 19 


Blue-Gray game 

100 000 

Dec. 25 


Cotton Bowl 

200,000 

Jan. 5 


NFL Championship game 1,800,000 

Jan. 2 


NFL Playoff Bowl 

250.000 

Jan 9 


NFL Pro Bowl 

500,000 

Jan. 16 


CBS-TV 

Total $17,050,000 


(1) CBS Radio rights included in CBS-TV package. 

(2) Package includes Army-Navy game, Nov. 27, and 
Ohio State-Michigan game on Army's open date, 
Nov. 20. 


MBS 

Army football 

50,000(2) 

Sept. 18 


Baltimore-Detroit 

5,000 

Nov. 25 


NFL Playoff Bowl 

5.000 

Jan. 9 

MBS Total 

NFL Pro Bowl 

5,000 

$65,000 

Jan. 16 

NBC Radio 

Sugar Bowl 

(3) 

Jan. J 


Rose Bowl 

(3) 

Jan. i 


Orange Bowl 

(3) 

Jan. 1 

NBC-TV 

AFL preseason games 

(4) 

Aug. 8 


NCAA college games 

6,500,000 

Sept. 11 


Amer. FootbaU League 

7,200,000 

Sept. 12 


AFL Championship game 

1,200,000 

Dec. 26 


East-West Shrine game 

300,000 

Dec. 27 


Sugar Bowl 

300 m 

Jan. 1 


Rose Bowl 

750 <wn 

Jan. 1 


Orange Bowl 

300.300 

Jan. 1 


Senior Bowl 

35 :m 

Jan, 8 


AFL All-Star game 

(5) 

Jan. 1S 

NBC-TV 

Total 

$16,585,000 


Networks 

Total 

$34,455,000 



(3) NBC Radio rights included in NBC-TV package. 

(4) Rights included in AFL package. 

(5) All-Star game and AFL Championship game bought as 
package. 
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FOOTBALL: NOW 7-MONTH TV STAPLE continued 


cide how much; they dare bid—that 
sponsors will cover—or have to bid— 
to beat out the other networks—to get 
the rights to the NFL and National 
Collegiate Athletic Association games 
for future years. 

Some football men are reported 
ready to take another look at their long¬ 
standing blackout provisions. With the 
growth of community antenna tele¬ 
vision, which can bring a blacked-out 
game back within the 250-mile re¬ 
stricted area all the way to the two- 
story home a block away from the sta¬ 
dium, some sportsmen are debating 
about the profitability of franchising 
closed-circuit theater TV and whether 
the blackout area shouldn’t be brought 
in closer to the game site than 250 
miles. 

Last year the Chicago Bears, New 
York Giants, Baltimore Colts and De¬ 
troit Lions had theater-TV coverage 
of some of their blacked-out home 
games. This year only the Bears seem 
interested in going this route again. 


However, the teams still have not nego¬ 
tiated with National General Corp., 
which handled the feeds. In the AFL 
no team has definite plans for theater 
coverage, although the New York Jets 
are reported thinking about some this 
season. Plans there, however, are re¬ 
ported to be still in “vague'' talking 
stage. 

But the 1965 network outlook is 
bright; especially at NBC-TV where 40 
AFL and NCAA regular season games 
will be in color as well as all its post¬ 
season games except the East-West 
Shrine game from San Francisco. At 
CBS-TV, which is dipping more than 
its toe into the color pool this year, 
four pro games are set to be shown in 
color: the NFL Championship, Playoff 
and Pro Bowls and the Thanksgiving 
Day game between Baltimore Colts and 
Detroit Lions. 

The point of saturation may be 
closer at hand than some broadcasters 
would care to admit. NBC-TV has al¬ 
ready dropped the Sun Bowl in El Paso 


from its 1965 schedule, although the 
network still has two years to go on 
its reported $50,000 a-year three-year 
contract with the bowl. Reason given 
by NBC-TV is that the network and 
bowl committee couldn’t come up with 
a suitable date for both. 

There is a similar situation at ABC- 
TV where the network and officials of 
the Liberty Bowl have been unable to 
come up with a completely satisfactory 
date. The game, which will again be 
played in Atlantic City’s Convention 
Hall, had been set for Dec. 18. This 
is also the date for the Bluebonnet 
Bowl from Houston which ABC-TV 
will carry. So the Liberty Bowl was 
shifted to Dec. 11, but that date didn’t 
work out and now it’s back on the 18th, 
at least for the time being. However, 
there is talk of pushing the game up to 
11 a.m. on the 18th so it doesn’t run 
into the Bluebonnet Bowl or the AFL 
game between Houston Oilers and Bos¬ 
ton Patriots on NBC-TV or the NFL 
game between the Los Angeles Rams 
and Baltimore on CBS-TV. Since the 
two pro games are the only ones sched¬ 
uled for either league that day they 
will be shown nationally. 

Sponsors Increase ■ Sponsors who 
have signed with the networks for col¬ 
lege and pro coverage at this time num¬ 
ber 69. Last year at this time there 
were only 49 sponsors signed for ap¬ 
proximately the same number of games 
and network pre- and post-game shows. 
The tri-network TV buyers are Bristol- 
Myers through Needham, Harper & 
Steers; Gillette through Clyne Maxon; 
Goodyear through Young & Rubicam, 
and Mennen through Grey Advertising. 

The two-network accounts include 
Carter Products through Sullivan, 
Stauffer. Colwell & Bayles; Chese- 
brough-Pond’s through Norman, Craig 
& Kummell; Firestone through Camp- 
bell-Ewald; General Cigar through 
Y&R: Hartford Insurance through Mar- 
schalk Co.; P, Lorillard through Lert- 
nen & Newell; Pabst Brewing through 
Kenyon & Eckhardt; R. j. Reynolds, 
Sun Oil and Union Carbide, all through 
Wm. Esty, and United Motors Divisidrl 
of General Motors through C-E. 

On the TV side, some sponsbrs ap¬ 
pear to be taking smaller shares of 
games this year than last accounting, in 
part, for the larger number of buyers. 
In radio* ABC Radio has sold off the 
network half of the Notre Dame sched¬ 
ule to B. F. Goodrich through BBDO 
and Kaiser Jeep through Compton Ad¬ 
vertising. Mutual is selling its halves 
of the Army schedule and three NFL 
games as separate packages. 

For NBC-TV, 1965 marks the year 
the network is getting both feet into the 
competitive pro football picture, and 
broadcasters, clients and agencies are 
looking for a tighter ratings race be¬ 
tween AFL and NFL games this year. 
Aside from being able to clear more 
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TV boosts bonuses to AFL rookie quarterbacks 


Typical of the tide of pro football 
fortunes, with television bankrolling 
the teams, was the situation of the 
New York Jets in the American 
Football League. Last year they 
bought not one, but two of the na¬ 
tion’s top college quarterbacks in 
Joe Namath and John Huarte for 


some $600,000. Shown here are 
Mr. Namath (1), University of Ala¬ 
bama, and Mr. Huarte (r) of Notre 
Dame with Jet Coach Weeb Ewbank, 
Mr. Namath reportedly received 
$400,000 for signing even though he 
was known to have a bad knee. Mr. 
Huarte received $200,000. 
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These sponsors pay for the football on network radio-TV 


Aetna Casualty (Remington) 

NBC 

Sugar Bowl 

Allstate Insurance (Burnett) 

ABC 

College All Star 

Altes Brewing (Doner) 

CBS 

NFL, NFL Champion¬ 
ship 

American Home Products (Bates) 

NBC 

Senior Bowl 

American Oil (D'Arcy) 

CBS 

NFL 

Armour & Co. (FC&B) 

NBC 

AFL Scoreboard 

P. Ballantine (Y&R) 

CBS 

NFL, NFL Champion¬ 
ship, preseason 

Biack & Decker (Van Sant, Dugdale) 

CBS 

NFL 

Bristol-Myers (NH&S) 

ABC 

Coaches All-America, 
Bluebonnet, Gator, 
Liberty Bowls, 
North-South 

Shrine game 


CBS 

NFL Countdown, 

NFL postgame, 
preseason post¬ 
game, Cotton 

Bowl 


NBC 

AFL Scoreboard, 
Senior Bowl 

Brown & Williamson (Bates) 

CBS 

NFL, NFL Champion¬ 
ship 

Buick (M-E) 

NBC 

Sugar Bowl 

Carter Products (SSC&B) 

ABC 

Bluebonnet, Gator, 
Liberty Bowls, 
North-South 

Shrine game 


CBS 

NFL preseason, NFL 
pregame, Cotton 
Bowl 

Chanel (NC&K) 

CBS 

NFL 

Chesebrough-Pond's (NC&K) 

CBS 

NFL preseason 


NBC 

NCAA Scoreboard, 
Orange Bowl 

Chrysler Corp. (Y&R) NBC 

Radio 

Rose Bowl 


NBC 

AFL, AFL Champion¬ 
ship, All Star, 
NCAA Rose Bowl 

Coca-Cola (M-E) 

NBC 

Orange Bowl 

Colgate-Palmolive (Bates) 

CBS 

NFL preseason 

Consolidated Cigar (PKL) 

CBS 

NFL postgame 

Continental Insurance Co.'s (DDB) 

CBS 

NFL Countdown 

Dodge (BBDO) 

NBC 

Orange, Senior 

Bowls 

duPont (Ayer) 

CBS 

NFL preseason 

Falstaff Brewing (D-F-S) 

CBS 

NFL, NFL Champion¬ 
ship, preseason, 
Pro Bowl 

Firestone (C*E) 

CBS 

NFL, NFL pregame 


NBC 

AFL, AFL Champion¬ 
ship, All Star, 
NCAA Scoreboard 

Ford (JWT) 

CBS 

NFL, NFL Champion¬ 
ship, Pro Bowl 

General Cigar (Y&R) 

CBS 

NFL, NFL Champion¬ 
ship, preseason 


NBC 

NCAA pregame 

General Mills (Knox Reeves) 

CBS 

NFL preseason 

Gillette (Clyne Maxon) 

ABC 

Coaches All Ameri¬ 
ca, College All 
Star 


CBS 

NFL, NFL Champion¬ 
ship, preseason, 
Pro Bowl 

NBC Radio 

Rose Bowl 


NBC 

NCAA, Rose Bowl 

B. F. Goodrich (BBDO) ABC 

Radio 

Notre Dame 


ABC 

Coaches All-America 

Goodyear (Y&R) 

ABC 

Coaches All-Ameri¬ 
ca, College All 
Star 


CBS 

NFL, NFL Champion¬ 
ship, Cotton Bowl 


NBC 

NCAA 

Haggar Co. (Tracy-Locke) ABC Radio 

Notre Dame pre- 


game 


Hamm Brewing (C-M) 


CBS 

NFL, NFL Champion¬ 
ship 

Hartford Insurance (Marschalk) 


ABO 

CBS 

Coaches All-America 
Cotton Bowl 

Humble Oil (M-E) 


ABC 

College AH Star 

Institute of Life Insurance (JWT) 


NBC 

AFL, AFL Champion¬ 
ship, All Star 

International Harvester (Y&R) 


CBS 

NFL Countdown 

Kaiser Jeep (Compton) 

ABC 

Radio 

Notre Dame 

Kemper Insurance (Frank) 


NBC 

NCAA pregame 

Lever Bros. (BBDO) 


CBS 

NFL preseason 

Lone Star Brewing (Glenn) 


NBC 

AFL, AFL Champion¬ 
ship, All Star 

P. Lorillard (L&N) 


CBS 

NBC 

Cotton Bowl 

AFL preseason 

Marathon Oil (C-E) 


CBS 

NFL 

Mennen (Grey) 


ABC 

CBS 

NBC 

Bluebonnet, Gator, 
Liberty Bowls, 
North-South 

Shrine game 

NFL postgame 

NCAA pregame, 
Scoreboard 

National Brewing (Doner) 


CBS 

NFL, NFL Champion¬ 
ship, preseason 

Norelco (LaRoche) 


CBS 

NFL 

Olympia Brewing (BC&M) 


NBC 

AFL, AFL Champion¬ 
ship, All Star 

Pabst Brewing (K&E) 


ABC 

NBC 

College All Star 
Senior Bowl 

Pharmacraft (Hoyt) 


NBC 

AFL preseason 

Philip Morris (Burnett) 


CBS 

NFL 

Polaroid (DDB) 


CBS 

NFL 

RCA (JWT) 


NBC 

AFL, AFL Champion¬ 
ship, All Star, 
NCAA 

R. J. Reynolds (Esty) 


ABC 

NBC 

College All Star 

AFL, AFL Champion¬ 
ship, All Star, 
Orange Bowl 

Savings & Loan Foundation (M-E) 


NBC 

Orange Bowl 

Schlitz Brewing (Burnett) 


ABC 

Coaches All-America 

Schmidt Brewing (Bates) 


CBS 

NFL, NFL Champion¬ 
ship, preseason, 
Pro Bowl 

Shell Oil (OB&M) 


CBS 

NFL preseason 

Sherwin-Williams (Griswold-Eshleman) 

CBS 

NFL Countdown 

Simoniz (D-F-S) 


CBS 

NFL preseason 

Skil Corp. (F&S&R) 


CBS 

NFL Countdown 

Socony Mobile (Bates) 


CBS 

NFL Championship 

Standard Oil of Calif. (BBDO) 


CBS 

NFL 

Sun Oil (Esty) 


CBS 

NBC 

NFL, NFL Champion¬ 
ship pregame 

AFL, AFL Champion¬ 
ship, All Star 

Swank Inc. (Shaller-Rubin) 


NBC 

AFL, AFL Champion¬ 
ship, All Star, pre¬ 
season 

Texaco (B&B) 


NBC 

NCAA, Rose Bowl 

Union Carbide (Esty) 


CBS 

NBC 

NFL, NFL Champion¬ 
ship 

NCAA pregame, 
Scoreboard 

United Air Lines (Burnett) 


CBS 

NFL pregame, 
Championship 
pregame, Pro 

Bowl pregame 

United Motors Div. GM (C-E) 

ABC 

Radio 

ABC 

CBS 

College All Star 
Bluebonnet, Gator, 
Liberty Bowls, 
North-South 

Shrine game 

NFL Countdown, 
Cotton Bowl 

Wiedmann Brewing (NH&S) 


CBS 

NFL, NFL Champion¬ 
ship, Pro Bowl 

Wilkinson Sword Blades (Bates) 


NBC 

AFL preseason 

J. B. Williams (Parkson) 


CBS 

NFL, NFL pregame, 
NFL preseason 
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stations than ABC-TV could when it 
had the AFL, NBC-TV will show 25 
of the AFL games in color. This factor 
alone is expected to make some cuts 
into the audience superiority CBS-TV 
has had with the more publicized, older 
NFL. 

Partly to keep the continuity that 
AFL fans had associated with the 
games during that league’s five-year 
stay on ABC-TV, NBC-TV has hired 
the same basic announcing corps that 
has done the games in the past: Curt 
Gowdy, Paul Christman, Charlie Jones, 
George Ratterman, all from the old 
ABC-TV teams; plus Herb Carneal, 
who moves over from the NFL Minne¬ 
sota Vikings; Andy Robustelli, former 
New York Giants star; Elmer Angs- 
man, who was one of hosts of ABC- 
TV’s AFL post-game show; and Bill 
O’Donnell, who has been broadcasting 
Syracuse University football games in 
past seasons. 

The network-to-network vocal simi¬ 
larity continues on the AFL post-game 
show where Pat Hernon and Jack 
Stroud will team up in the East, and 
Bruce Rice and Lee Giroux or Mr. 
Angsman will handle the West. 

College Crew ■ Announcing the 
NCAA games on NBC-TV will be 
Lindsey Nelson, Bud Wilkinson, Jim 
Simpson, Terry Brennan, Bill Flem¬ 
ming, Bob Teague, Chick Hearn and 
Frankie Albert. Mr. Wilkinson and 
Lou Boda will handle the 15-minute 
pregame show and Bill Mazer and Mr. 
Boda will cover the post-game score- 
board. 

On ABC Radio, Gene Kelly and Jim 
Morse will call the Notre Dame games, 
and Notre Dame coach Ara Parseghian 
will do the 10-minute pregame show. 
At Mutual, Van Patrick, the network’s 
sports director will do play-by-play of 
all the games with Sonny Grandelius 
on color. 

CBS-TV this year, after one season 
of being restricted to NFL games and 
the Cotton Bowl, found itself with two 
more football games on its roster. It 
picked up the NFL Pro Bowl for 
$500,000 (NBC-TV had been carrying 
it under an old long-term contract at a 
reported $75,000 yearly) and it ac¬ 
quired the rights to the Blue-Gray game 
from Mobile, Ala., at $100,000 yearly 
for five years. Although .NBC-TV was 
still paying $17,000 yearly in rights to 
the Blue-Gray game, it had not carried 
the game since 1962 because of a con¬ 
flict with the game’s sponsors over ra¬ 
cial segregation in the stands and on the 
field. Reportedly, segregation is no 
longer a stumbling block. 

Although NBC-TV lost those games 
to CBS-TV, it did take over the AFL 
schedule from ABC-TV, boosting its 
expenditure from an estimated $7,- 
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584,000 in 1964 to $16,585,000 this 
season. 

The biggest question being asked 
around the networks at this time is: 
“How high is up?” The NFL and 
NCAA contracts are up for bids this 
winter and both are prestigious pack¬ 
ages that can also produce profit. No 
one seems inclined to guess what the 
bids will be for the packages. The last 
time the guessers indulged in their pas¬ 
time in 1963, CBS-TV fooled everyone 
by paying $28.2 million for its two-year 
NFL contract. 

The major consideration again this 



It’s action like this that makes TV and 
radio audiences so big that sponsors 
willingly spend $92 million a year on 
football broadcasts. That’s Bobby 
Mitchell of the Washington Redskins 
with the ball. 

year must be how much will the spon¬ 
sors pay for and how much will the 
affiliates stand for. Under its $28.2 mil¬ 
lion contract, CBS-TV cut back com¬ 
pensation to affiliates, went to double- 
headers and raised the cost-per-minute 
in the games to $65,000. 

The NCAA TV committee still hasn't 


decided if it will ask the networks to 
bid on a two, three or four-year pack¬ 
age, Although it has been given per¬ 
mission to negotiate a longer contract, 
the committee is said to favor a two- 
year agreement. Its decision will prob¬ 
ably be made at a committee meeting 
later this month. The NCAA has been 
happy with the way the networks have 
treated collegiate football and the ma¬ 
jor complaint of college teams—break¬ 
ing into the game for a commercial 
when there is a lack of time-outs—is 
now out the window. New NCAA rules 
produce more time-outs and there ap¬ 
pears to be no need for network in¬ 
trusion. 

Three-Way Race ■ All three networks 
will be in the bidding for the NCAA 
schedule and the winning bid is ex¬ 
pected to be in the $7.5 million to $8 
million range. NBC-TV is currently 
paying $6.5 million yearly under its 
two-year contract. However, the NFL 
games will be fought for by ABC-TV 
and CBS-TV, and there is no honest 
appraisal of what they will bring. Some 
sources say the NFL can get about $32 
million for a two-year contract, but no 
one will call this a ceiling figure. There 
is also some question of whether NFL 
Commissioner Pete Rozelle will put the 
rights up for bids again or whether he 
will act as he did on the NFL Cham¬ 
pionship game contract and negotiate 
with just one network. 

There is also some concern, notably 
at CBS-TV, over the reported plan of 
Mr. Rozelle to split its network cover¬ 
age in future years and have two na¬ 
tional outlets instead of one (Broad¬ 
casting, July 5). Only ABC-TV, which 
this year has no professional games, 
called the plan “workable.” 

In addition to the battle for TV 
rights, there is also interest in radio 
rights to the NFL teams. Metromedia’s 
Metropolitan Broadcasting Radio Divi¬ 
sion wants to set up Metronet, a sys¬ 
tem of radio networks to cover NFL 
games in 1966 (Closed Circuit, Aug. 
9). Metromedia’s wnew New York 
has the New York Giants and wcbm 
Baltimore this year has acquired the 
Colts games. 

The Metronet idea was laid out to 
the NFL owners in April by John V. 
B. Sullivan, Metropolitan Radio presi¬ 
dent. He said he has followed up with 
individual teams and hopes to have a 
number of radio franchises set far in 
advance of the 1966 kick-off. 

Another group interested in rights 
are the 10 teams in the Continental 
Football League. The CFL got its sea¬ 
son underway last Saturday (Aug. 14) 
in Richmond, Va. Although it has no 
network contracts, most of its teams 
have radio outlets for the games and 
there will be a few games televised lo¬ 
cally. 

RKO General Phonevision (whct 
[tv]) Hartford. Conn.) announced it 
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A Half-Hour TV Sports Special in Color 


Starring the Baltimore Colts' quarterback—Johnny Unitas 

Commentary by Frank Gidord 
Produced through the cooperation of the National Football League 


Johnny Unitas 


Frank Gifford 


A unique study of the action of a Pro-Football 
Quarterback . . . how plays are made and how 
they are executed ... filmed in color in the 
Los Angeles Coliseum. 

Baltimore Colts' star Johnny Unitas, working 
with the Los Angeles Rams, demonstrates 
proper ball handling and the strategy and 
techniques of passing ... including the roll-out, 
screen, sideline pass and "bomb.” The new 
"subjective camera" takes the viewer into the 
huddle and then behind center to see what 
Unitas sees just before the ball is snapped. 


Seven Arts Television 

NEW YORK 
200 Park Avenue • YUkon 6-1717 

LOS ANGELES 
, 9000 Sunset Boulevard 

d CRestview 8-1771 

f TORONTO 

1 1 Adelaide Street West 
EMpire 4-7193 


Seven Arts Productions International, Limited 
Roberts Bldg.. East St.. Nassau, Bahamas 
Cable SEVINT 
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would show two games of the Hartford 
Charter Oaks on its pay-television sys¬ 
tem. One of the games was the opener 
with the Richmond Rebels, the other is 
an Aug. 29 game with the Providence 
Steamrollers. 

However, the Continental league is 
out to get a cut of the TV kitty. CFL 
Commissioner A. B. (Happy) Chandler 
said last week that it’s a matter of get¬ 
ting a network to clear time, that spon¬ 
sors are interested in the league and 
that “all of a sudden they (the net¬ 
works) are going to wake up and find 
out we’re here.” 

Broadcasters are also trying to get 
their hands on pro franchises. Cox 
Broadcasting Corp. had an AFL fran¬ 
chise in Atlanta all sewed up for $7.5 
million. Then the NFL decided to 
march into Georgia, sold off a franchise 
for $9 million and is now set to play 
there in 1966. 

Judge Roy Hofheinz, part owner of 
ktrk-tv Houston and majority owner 
of the Houston Sports Association— 
which owns the Houston Astros base¬ 
ball team of the National League—also 
wants an NFL franchise. But he can get 
it, Mr. Rozelle says, only if he or the 
association is a minority owner. 

Bigger League ■ The AFL still in¬ 
tends to expand. It has bidders aplenty 
in Miami, Philadelphia, Washington 
and Chicago. The Miami franchise, 
which would play its games in the Or¬ 
ange Bowl, is expected to be the first 


to be sold. Among the bidders there 
are Wometco Enterprises and Jackie 
Gleason, and a group including Danny 
Thomas. 

That football men have recognized 
TV’s power is perhaps best illustrated 
by the fate of Blair Motion Pictures of 
Philadelphia. In 1964, Blair produced 
the weekly 30-minute show NFL Play - 
by-Play Report which was shown only 
in each of the league’s 14 cities, plus 
Milwaukee which gets the Green Bay 
Packers games. 

This year Blair has become National 
Football League Films Inc., a wholly 
owned subsidiary of the NFL and all 
14 teams share equally in proceeds 
from TV distribution. Blair’s president, 
Edwin Sabol, has become president of 
NFL Films. 

In addition to the weekly play-by- 
play, for which each team got an esti¬ 
mated $15,000 last year, NFL Films 
will do post-season 30-minute specials 
on each team in the league plus half- 
hour shows on the Championship game. 
Playoff Bowl and Pro Bowl. These 
shows will probably be put in syndica¬ 
tion. The weekly series may go into 
syndication in the future. This year it 
is being co-sponsored in the 15 cities 
by Thom McAn Shoes through Doyle 
Dane Bernbach, with the other half 
available. 

NFL Films also has put out a half- 
hour color film, How to Watch Pro 
Football , which has been bought by 34 


banks in 3 l states. In addition to group 
showings, some of the banks will spon¬ 
sor the film on TV, according to Mr. 
Sabol. 

Tel Ra Productions, Philadelphia, 
this year will do American Football 
League Highlights , 15 half-hour shows 
in color. These shows combining foot¬ 
age from all the AFL games of each 
weekend will be syndicated nationally. 
Tel Ra is also syndicating Touchdown . 
a 13-week half-hour series in color with 
highlights from five top college games, 
and it is also syndicating 30-minute col¬ 
or condensations of Notre Dame games, 
the latter to be narrated by Mr. Par- 
seghian. 

Other football films in syndication in¬ 
clude: Seven Arts Television’s The Pro¬ 
fessionals , a half-hour color special 
featuring the Los Angeles Rams and 
Johnny Unitas, quarterback for the 
Baltimore Colts, and Art Lieberman 
Productions’ Football—The Great 
Years , with Frank Leahy, former Notre 
Dame coach, as narrator. 

For the American fan not sated with 
domestic network and syndicated cover¬ 
age, The Fourth Network, Los Angeles, 
will again tape selected games of the 
Canadian Football League for broad¬ 
cast on U.S. stations. Thirteen games 
will be shown with John Esaw, cfto-tv 
Toronto, doing play-by-play. The games 
are already booked into more than 12 
major markets and may be in up to 35 
markets. 

NATIONAL LEAGUE 

Baltimore Colts ■ Wcbm Baltimore, 
in a one-year contract with the Colts, 
will feed the exhibition and regular 
games to a 30-station radio network in 
Maryland, Delaware, Pennsylvania, Vir¬ 
ginia, West Virginia and Washington, 
D.C. National Brewing Co. through 
W. B. Doner, co-owner of the Colts' 
rights, will be one-half sponsor on 
wcbm and the network. The remaining 
half is sold locally and sponsors for 
this portion on wcbm are Plymouth 
Dealers through N. W. Ayer; Pepsi¬ 
Cola through Doner, and Union Federal 
Savings & Loan and Panitz & Co., both 
through S. A. Levine. A pregame show 
with Buddy Young will be sponsored 
by City Oldsmobile through Paul 
Brown, and the post-game show from 
the locker room with Jimmy Orr will 
be sponsored by Archway Ford through 
Rosenbush Advertising. The pregame 
and post-game shows will be on wcbm 
only. Frank Messer and John Stedman 
will announce the games. 

Wmar-tv Baltimore will carry three 
exhibition games with Western Electric 
through Cunningham & Walsh taking 
one-quarter, National Beer taking one- 
half and the other quarter to partici¬ 
pating sponsors. There will be no pre- 
game show for those exhibitions. But 
prior to all NFL exhibition and regular 
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Radio and local TV revenues of major colleges 




Radio 

TV 

Total 

Conference 

Schools 

Stations 

Stations 

Revenues 

AAWU 

8 

105 

15 

$ 309,000 

Atlantic Coast 

8 

217 

12 

59,500 

Big 8 

8 

155 

23 

88,800 

Big 10 

10 

340 

19 

245,000 

Big Sky 

6 

29 

itii 

800 

California CAA 

5 

12 

i 

3,000 

Far West IAC 

6 

6 

l 

2,700 

Ivy League 

8 

29 

2 

28,500 

Mid-America 

7 

23 

1 

6,140 

Middle Atlantic 

7 

7 

1 

4,600 

Missouri Valley 

7 

27 

1 

15,500 

Southeastern 

11 

381 

30 

237,800 

Southern 

9 

46 


47,000 

Southwest 

8 

150 

ii 

89,400 

Western Athletic 

6 

62 

6 

18,300 

Yankee 

6 

20 

8 

2,270 

Independents* 

27 

292 

27 

246,165 

Total 

148 

1,904 

158 

$1,408,875 

*Does not include Notre 

Dame revenues from 

ABC Radio, 

Army reve- 


nues from MBS or Army-Navy game revenues on MBS. 
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season games on CBS-TV, wmar-tv 
will carry Inside Football with Bob 
Williams, sponsored by Coca-Cola 
through McCann-Erickson. Also dur¬ 
ing the regular season Norelco through 
Torrieri/Myers, Baltimore, will sponsor 
the pregame Football Preview with Jim 
Mutscheller. On Monday nights during 
the season, National Beer will sponsor 
Corralin* the Colts with Chuck Thomp¬ 
son. Action film on this show will be 
in color and black-and-white. Chuck 
Thompson and Wayne Hardin will do 
play-by-play and color for the Colts’ 
games. 

Chicago Bears ■ The Bears are with¬ 
out a radio network but they will again 
be aired on wgn Chicago for three pre- 
season and 14 league games. The Stand¬ 
ard Oil Division of American Oil Co. 
has held the rights for nearly 20 years 
and will again be one-half sponsor 
through D’Arcy Advertising with Heil¬ 
man Brewing Co. renewing the other 
half for Old Style beer through Mc- 
Cann-Erickson. The warmup show has 
been sold to Robert Hall Clothes 
through Arkwright Advertising and 
post-game Scoreboard has been renewed 
by Household Finance through Need¬ 
ham, Harper & Steers. Jack Brickhouse 
will do play-by-play with Irv Kupcinet 
doing color. 

Wbbm-tv Chicago will telecast three 
of the preseason games on tape, one- 
half sponsorship of exhibition games has 
been renewed by Heilman with remain¬ 
der open. Wbbm-tv also will air live the 
one regular season game not carried on 
CBS-TV, the Sept. 25 Bears vs. Los An¬ 
geles from Los Angeles, with American 
Oil sponsoring one-half and the other 
half open. Jim Morse and George Con¬ 
nor will do the exhibition play-by-play 
and color with Mr. Connor and Jack 
Buck handling regular season network 
games. 

Cleveland Browns ■ Were Cleveland 
once again will originate a network of 


more than 50 stations in Ohio, Kentuc¬ 
ky, Indiana, West Virginia, Pennsylva¬ 
nia, New York and Massachusetts having 
picked up its option for another three 
years of radio coverage of the Browns. 
There will be six exhibition games with 
a double header Sept. 4 (New York 
vs. Detroit and Cleveland vs. Green 
Bay). Because of baseball conflicts on 
were with the Cleveland Indians, wgar 
Cleveland will carry two of the pre¬ 
season and three regular games. Carling 
Brewing Co. through Lang, Fisher & 
Stashower; General Cigar Co. through 
Young & Rubicam, and Midwest Volks¬ 
wagen through Kight Advertising have 
renewed their radio sponsorships for 
one-fifth share each. Sun Oil Co. 
through William Esty takes one-fifth 
and the other fifth is still open. Cone 
& Confeld Advertising has bought the 
local pregame warmup for Weintraub 
Clothes and Leader Drugs, and the pre¬ 
game Blanton Collier Show for The 
Beef House. Exide and Willard bat¬ 
teries through Charles Getz & Asso¬ 
ciates has renewed the local post-game 
scoreboard and the Greater Cleveland 
Plymouth Dealers through Jim Neu¬ 
man Advertising has signed for Second 
Guess , another post-game radio feature 
Gib Scnanley will do play-by-play and 
Jim Graner color. 

Wjw-tv Cleveland will again air the 
Browns regular CBS-TV schedule plus 
a pregame Best of the Browns feature 
locally sponsored by Hilderbrandt meats 
through Lustig Advertising, Painting and 
Decorating Institute through Joe Man- 
ak Advertising and Shaker Ford through 
Bud Wendell Advertising. Wjw-tv has 
no post-game show. Three of the Browns 
preseason exhibition games on CBS- 
TV will be locally by wews(tv) Cleve¬ 
land, similar to last year’s arrangement. 
Ken Coleman and Warren Lahr will 
announce the games. 

Dallas Cowboys ■ Klif Dallas again 
will feed a regional network of at least 


a dozen stations in Texas and Okla¬ 
homa for the Cowboys this year, in¬ 
cluding five preseason games and the 
regular schedule. Household Finance 
Co., placing direct, renews one-half, 
and Hine Pontiac, direct, picks up a 
quarter. The remaining quarter is ex¬ 
pected to be signed soon by Lone Star 
Beer through Glenn Advertising. Klif 
also will have pregame and post-game 
features which have been renewed 
locally by James K. Wilson Clothes, 
direct. A pregame coach interview fea¬ 
ture has been renewed by Transcon 
Freight Lines of Los Angeles through 
Boylhart, Lovett & Dean of that city. 
Announcers are Jay Randolph and 
Gary Delaune. 

Krld-tv Dallas this year will tele¬ 
cast four exhibition games for the Cow¬ 
boys, three of them on tape and one 
live—the game with Minnesota Vikings 
Sept. 3 at Birmingham, Ala. Associated 
Grocers through Sam Bloom Adver¬ 
tising has renewed one-half and Lion 
Oil Co. through Ridgway, Hirsch & 
French has renewed one-quarter. The 
other quarter also is expected to be re¬ 
newed by Delta Steel Buildings via 
Glenn Advertising. Frank Gleiber and 
John Roach will announce the games. 

Detroit Lions ■ WJR Detroit again 
will feed the Detroit Lions to a region¬ 
al network of some three dozen stations. 
Because of some conflicts in baseball 
coverage of the Detroit Tigers, however, 
WJR will not air the games until Oct. 
10. As in previous years, wwj Detroit 
will broadcast all five exhibition games 
and the first three games of the Lions* 
regular season. Radio sponsorship re¬ 
newals include Marathon Oil Co. 
through Campbell-Ewald, and National 
Brewing Co. for Altes beer through 
W. B. Doner, each one-half. On wjr 
the pregame Lions Press Box has been 
renewed by Detroit Plymouth Dealers 
through N. W. Ayer, and the post-game 
Scores and Highlights has been renewed 
by Packer Pontiac through MacManus, 
John & Adams. Bob Reynolds and Ray 
Lane will do the games. 

Wjbk-tv Detroit will air three ex¬ 
hibition games this year, two live and 
one on tape. These also will be fed to 
wjim-tv Lansing, wkzo-tv Kalamazoo, 
wknx-tv Saginaw-Bay City-Flint, wwtv 
(tv) Cadillac, wwup-tv Sault Ste. 
Marie all Michigan, and wtol-tv Tole¬ 
do, Ohio. Marathon Oil and Altes beer 
have renewed sponsorship, each taking 
one-quarter. The other half TV is being 
sold to spot participants. Wjbk-tv also 
has converted its pregame and post¬ 
game shows to spot carriers this season. 
Bob Reynolds and Van Patrick will 
cover the exhibitions, with Mr. Patrick 
and Sonny Grandelius doing the net¬ 
work games. 

Green Bay Packers ■ Wtmj Milwau¬ 
kee again will feed a regional network 
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Collegiate Football Action 
in the College City: BOSTON 

BOSTON COLLEGE WCOP 
DARTMOUTH COLLEGE • WOOL 
BOSTON UNIVERSITY • WXHR 

Get Your Share of the Big Boston Market 
... Choice Availabilities on Home Or Away Broadcasts 

Beacon Sports, Inc. fits 

506 Harvard Street Brookline 46. Massachusetts • Area Code 617 • REgent 4*3120 
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OPEN END 

OPEN END will be a One-Hour Program this season. It will not be an edited 
affair. Each provocative OPEN END program this year will be conceived and 
developed in the new tightened-down, succinct, dynamic format, 

OPEN END as available for syndication in the New One-Hour Format this year 
is not a re-run. It is not an off-network program. It is new! It is timely—to the 
very moment! OPEN END will originate in New York—Washington—Los Angeles 
—and will be produced live on tape. 

OPEN END guests and subject matter for this year's series will be selected to 
explore most challengingly the changing world. David Suskind announces in 
his specially taped message to Program Directors, "...with honesty and objec¬ 
tivity as the goal, our guests will be the news-makers, the decision-makers, the 
style-setters, the brilliant, the controversial, the innovators," 

OPEN END rewards the viewer who wants to know, who wants the Inside story, 
who is curious, who questions. OPEN END rewards the aware viewer who 
recognizes today's world is an ever faster-changing world. 

OPEN END in the New One-Hour Format is a more flexible property and sup¬ 
plies the station with a proven entry for effective, imaginative programming 
concepts.The New One-Hour Format is the result of careful evaluation of Station 
Management problems: the station can now program OPEN END in the most 
effective time periods. 

OPEN END has been pre-sold in New York to start Sunday, September 19. 
It has also been pre-sold in Washington, Philadelphia, Boston, Pittsburgh, 
San Francisco. 

OPEN END in the New One-Hour Format provides for ten minutes of sponsor 
billboard identifications and commercials. It is potentially a great money-maker. 
Please inquire immediately about the availability of OPEN* END in the New 
One-Hour Format in your market, 
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of at least a half-dozen stations for the 
five exhibition games plus regular sea¬ 
son with all sponsors renewing, Thorp 
Finance through Klau-Van Pietersom- 
Dunlap takes one-half, and Employers 
Mutual of Wausau through J. Walter 
Thompson Co, and Consolidated Cigar, 
for La Palina, through Compton Ad¬ 
vertising, each take one-quarter. On 
wtmj Humble Oil through McCann- 
Erickson has renewed the pregame 
Packers Preview and Lurie Glass Co., 
placed direct, has the post-game pro- 
giam. Ted Moore will announce. 

For the third consecutive year wbay- 
tv Green Bay, Wis., is originating a 
tape network for the five exhibition 


Both NCAA and NFL football packages 
will be up for bids again this year and 
all three networks are expected to 
enter the contest. Football has such 
wide appeal that both networks and 

games of the Packers. The other 
stations are wkbt(tv) La Crosse, 
wise -tv Madison, wsau-tv Wausau, 
wisn-tv Milwaukee, all Wisconsin, and 
wluk-tv Marquette, Mich. Each sells 
the delayed show locally. On wbay-tv 
last year’s sponsors have renewed. They 
are Ford Dealers Association, placed 
direct; Wisconsin Telephone Co. through 
Cramer-Krasselt: Hamm’s Beer through 
Campbell-Mithun, and Ferron’s Cloth¬ 
ing Chain, placed direct. Wbay-tv will 
again tape the Vince Lombardi Show 
during the regular season and offer it to 
the others on the tape network. Al¬ 
though not firm, it probably will be re¬ 
newed hy Schlitz, for Old Milwaukee 
Beer, through Post-Keyes-Gardner. 
Another pregame feature as well as 
regular season post-game feature also 
are being developed but not set. Wbay- 
tv’s regular Saturday night half-hour 
Packers Highlights show is still open 
but the Sunday 10-minute version has 
been renewed by Fairmont Foods 


through Tatham-Laird & Kudner. An¬ 
nouncers will be Ray Scott and Tony 
Canadco. 

Los Angeles Rams ■ Km pc Los An¬ 
geles, for JOth straight year, is feeding 
four exhibition and 14 regular Rams’ 
games to 17 radio stations in California, 
Arizona and Nevada. Standard Oil of 
California, for Chevron dealers and 
Standard stations, through BBDO; 
Household Finance Corp. through 
Needham, Harper & Steers; Chrysler- 
Plymouth Dealers through Young <k 
Rubicam, and N. W. Ayer, and United 
Vintners, for Italian Swiss Colony Wine, 
through Honig-Cooper & Harrington 
will sponsor the games. The pregame 


stations consider it prestige program¬ 
ing they need for their schedules. 
That’s Tommy Watkins carrying the 
ball for the Detroit Lions against the 
New York Giants. 

Rams Warmup and post-game Rams 
Report are fed to the network for local 
sponsorship. On kmpc, the Warmup is 
sponsored by Alpha Beta Markets 
through McCann-Erickson, and the Re¬ 
port is sponsored by Bonanza Air Lines 
through Corporate Communications Co. 
Bob Kelley and Bill Brundige will do 
the games, 

Knxt(tv) Los Angeles will carry 
three f preseason games on tape. Those 
games will be sponsored by Shell Oil 
Co. through Ogilvy, Benson & Mather; 
Anheuser-Busch for Busch Bavarian 
Beer through Gardner Advertising, and 
J. P. Stevens through McCann-Erick¬ 
son, A pregame broadcast, with Bill 
Keene and Don Heinrich preceeding 
the network warmup for regular season 
games will be sponsored by J. P. Ste¬ 
vens and Hormel meats through BBDO. 
Gil Stratton and Don Paul will do play- 
by-play and color of all the games, 

Minnesota Vikings ■ Wcco Minneap- 
olis-St. Paul for second year of its three- 


year contract with the Vikings will feed 
a regional network of nearly 30 stations 
this year for five exhibition games and 
the regular season. Packaged once 
again hy North Star Features, the games 
arc sold locally and on wcco the co¬ 
sponsors, Minneapolis Federal Savings 
& Loan through M, R. Balin, and 
Northwest Ford Dealers through J. 
Walter Thompson, have renewed. Pre¬ 
game show has been sold to Hotel 
Leamington through Creative Adver¬ 
tising Associates and the post-game fea¬ 
ture is still open. Wcco also has sold 
again Monday night football quarter- 
hour feature. Norm Van Brocklin Show, 
to Peters Meat Products through David 
Inc. Ray Christiansen will do play-by- 
play of the Vikings with Paul Giel 
handling color. 

Because of network schedules and 
clearance problems on wcco-tv, the 
four Vikings’ exhibition games will be 
on wtcn-tv Minneapolis-St, Paul which 
has sold one-half to Minneapolis Fed¬ 
eral and one-quarter to Hamm’s beer 
through Campbell-Mithun. Other one- 
quarter will be spot. Play-by-play will 
be done by Frank Buetel with Bob 
McNamara on color. Jim Morse and 
Clayton Tonnemaker will announce the 
network games. 

New York Giants ■ Wnew New 
York and the Ivy Broadcasting Co., in 
the second year of three-year contracts 
with the Giants, will continue to run 
separate feeds for the exhibition and 
regular season games. More than 75 
stations are now signed and the radio 
network is expected to run to 115 
stations in New York, Pennsylvania, 
New Jersey, Massachusetts, Vermont, 
Maine, Connecticut, New Hampshire, 
Virginia, Alabama, Georgia, Mississippi, 
Louisiana, Florida, North Carolina, 
South Carolina, Ontario and Quebec. 
One-quarter sponsors on wnew are 
Manufacters Hanover Trust and Bal- 
lantine Beer, both through Young 
& Rubicam; Liggett & Myers through 
J. Walter Thomson, and Howard 
Clothes through Mogul, Williams 
& Saylor. The pregame Pro Football 
Preview with Kyle Rote and postgame 
Locker Room Report with Mr. Rote 
and AI De Rogatis are sponsored by 
Schrafft’s through Marschalk Co. and 
Volvo through Carl Ally. Marty Glick- 
man will do play-by-play on wnew 
with Messrs. Rote and De Rogatis 
handling color. On the Ivy feed, Bal- 
lantine has one-quarter on about 40 of 
the northern stations, with all the other 
time being sold locally. The Pregame 
Show with Don Smith, Woody Erdman 
and Alex Webster and post-game Locker 
Room Report with Ted Brown and 
Messrs. Erdman and Webster are fed 
for local sale. Messrs. Brown, Webster 
and Erdman, and Joe Hasel will an¬ 
nounce the games on the Ivy network. 

Wcbs-tv will carry taped versions of 
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three exhibitions games and has sold 
one-third each to Ballantine and Brown 
& Williamson Tobacco Co. through 
Ted Bates. One-third is still open. Jack 
Whittaker and Frank Gifford will do 
color and play-by-play. 

Philadelphia Eagles ■ Wcau Philadel¬ 
phia will feed the Eagles’ regular and 
preseason games to a 17-station radio 
network in Pennsylvania, New Jersey 
and Delaware. Now in the second year 
of a five-year contract, the lineup had 
14 stations last year. Renewing for one- 


quarter sponsorships are Philadelphia 
Dodge Advertising Association through 
BBDO and Tasty Baking Co. through 
Aitkin-Kynett. Also buying one-quarter 
each are Sun Oil Co, through Wm. 
Esty and Ortlieb Brewing through 
Lewis & Gilman. Household Finance 
through Needham, Harper & Steers 
will sponsor the 10-minute pre- and 
post-game shows. Andy Musser will do 
play-by-play and Charlie Gaucr color. 

Wcau-tv Philadelphia will carry four 
preseason games on tape with Ballan- 




At day's end some 3 million 
Angelenos journey home ... to 
the mountains, beaches, 
valleys, cities, and suburbs. Their 
regular companion in these 
hurried hours is radio. 
And regularly most listeners 
who are affluent, responsive 
adults relax along the way to the 
always beautiful music and 
penetrating news commentary 
of 50,000-watt KPOL, 
AM <£ FM. Putee, and/or your 
own good judgment, will 
show that KPOL is always 
among the audience leaders 
in adult listenership and 
has the largest audience by far 
of any of Los Angeles' good 
music stations . 


AFTERNOON, MORNING OR 
EVENING . . . KPOL REACHES 
SOUTHERN CALIFORNIA'S 
LARGEST AUDIENCE OF 
AFFLUENT ADULTS 

KPOL 

Distinguished Radio — Los Angeles 
Represented nationally by Paul H. Roymer Co. 


In New York call 

BOB RICHMOND 

at PL 9-5570 


line Beer through Young & Rubicam 
buying one-quarter. The remainder is 
still open. Tom Brookshier will do play- 
by-play for the exhibition games with 
Joe Kuharich, Eagles’ coach, doing 
color. John Sauer will announce the 
network games with Mr. Brookshier 
as color man. 

Pittsburgh Steelers ■ Kdka Pittsburgh 
will again feed a 33-station radio net¬ 
work in Ohio, West Virginia and Penn¬ 
sylvania, the five preseason and 14 
regular games. Carling Brewing Co 
through Lang, Fisher & Stashower, Sun 
Oil Co. through Wm. Esty and Chrys- 
ler-Plymouth Dealers through Young & 
Rubicam and N. W. Ayer will sponsor 
the games. A 15-minute locally sold 
show with Buddy Parker, head coach 
of the Steelers, will be aired on kdka 
on Saturdays and carried at various 
times on the network. Pre- and post¬ 
game shows are also set for local sale 
on the network. Tom Bender and Jack 
Fleming will announce the games and 
handle the pre- and post-game shows. 

Kdka-tv plans no local exhibition 
coverage, but it will carry a warmup 
show prior to the network pregame pro¬ 
gram. The 15-minutc pregame show 
with Bob Prince will be co-sponsored 
by Pittsburgh National Bank through 
Ketchum, MacLeod & Grove, and J. P. 
Stevens through McCann-Erickson. Joe 
Tucker and John Sauer will do play- 
by-play and color. 

St. Louis Cardinals ■ Kmox St. Louis 
once more is feeding a five-state net¬ 
work of more than 40 stations. Fal- 
staff Brewing Co. continues to hold 
radio rights, and through Dancer-Fitz- 
gerald-Sample will sponsor one-half with 
one-quarter each sponsored by Chrys¬ 
ler Dealers of St. Louis through Young 
& Rubicam. and Household Finance 
Corp., placed direct. The pregame fea¬ 
ture is still open but Tower Grove Bank, 
placed direct, has signed kmox for the 
post-game show. J. C. Politz will do 
play-by-play with Jim Butler handling 
the color. 

Kmox-tv St. Louis will air five of 
the Cardinals’ exhibition games this year 
on tape. Falstaff will sponsor one-half 
with the other half going as a spot car¬ 
rier. During the season kmox-tv will 
air the pregame Big Red Huddle and 
J. P. Stevens through McCann-Erick¬ 
son has renewed one-half sponsorship 
with the other half still open. Jack 
Drees and Bill Fisher again are doing 
play-by-play and color. 

San Francisco 49crs ■ Ksfo San 
Francisco will feed the exhibition and 
regular season games to 14 radio sta¬ 
tions in California. Nevada and Hawaii. 
Sponsors with one-quarter each are 
Standard Oil of California, for Chevron 
Dealers-Standard Stations, through 
BBDO, for the fourth year; Chrysler- 
Plymouth Dealers through Young & 
Rubicam and N. W. Ayer, for the third 
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year; United Vintners, for Italian Swiss 
Wine, through Honig-Cooper & Har¬ 
rington, and Household Finance through 
Needham Harper & Steers, both in their 
second year of sponsorship. Russ 
Hodges will do the 15-minute pregame 
Clubhouse, sponsored by Bay Area 
Chrysler Dealers through Y&R. Lon 
Simmons will do the 15-minute post¬ 
game Press Box Review, sponsored by 
Armour & Co., through Y&R. Messrs. 
Simmons, Hodges, Jim Lang and Bob 
Fouts will broadcast the games. 

Kpix(tv) San Francisco plans no ex¬ 
hibition game coverage, except for net¬ 
work feeds. A pregame show with Frank 
Gill will be partially sponsored by J. P. 
Stevens & Co. through McCann-Erick- 
son. Bob Fouts will do play-by-play and 
Gordon Soltau will handle color. 

Washington Redskins ■ Wmal Wash¬ 
ington will again feed the Redskins’ 
six exhibition and 14 regular season 
games to a network of more than 40 
stations. National Brewing Co. through 
W. B. Doner and Household Finance 
through Needham, Harper & Steers, 
have each bought one-quarter of the 
network broadcasts. The other half is 
sold locally, with Washington Gas 
Light Co. through Kal, Ehrlich & Mer¬ 
rick, and Dodge Dealers through 
BBDO, taking it on wmal. Steve Gil- 
martin will do 10-minute pre- and post¬ 
game shows, with Alexandria Dairy 
through Ernest Johnston sponsoring the 
post-game programs. Bill Malone and 
Chuck Drazenovich will announce the 
games. 

Wtop-tv Washington will carry three 
live preseason Saturday night games. 
Sponsors for those games, each with 
One-quarter: National Brewing; Coca- 
Cola through McCann-Erickson; Volks¬ 
wagen through Doyle Dane Bernbach, 
and W. T. F. Pharmacraft through 
Charles W, Hoyt. During the regular 
season, Redskins’ coach Bill McPeak 
Will have a 15-minute Preganie News 
Conference preceeding the network 
warmup show. J. P. Stevens through 
M-E will sponsor the coach’s series. Jim 
Gibbons will do play-by-play for all the 
games, with Eddie Gallaher and Bill 
Fisher doing color on the exhibition 
games, and Pat Summerall for the reg¬ 
ular season contests. 

AMERICAN LEAGUE 

Boston Patriots ■ Weei Boston, in the 
final year of a three-year contract, will 
carry the five preseason and 14 regular 
Patriots’ games, but will not feed a net¬ 
work this year. Last year a nine-station 
New England network carried the Pa¬ 
triots. Ballantine Beer through Young 
& Rubicam, and Lincoln-Mercury Deal¬ 


ers of New England through Kenyon & 
Eckhardt have renewed for one-quarter 
each. The remaining segments are open. 
Ned Martin and Mike Holovak, owner- 
coach of the Patriots, will do the pre- 
game show, which is still available. The 
House of Worsted-Tex through Altman, 
Stoller & Chalk will sponsor the 10- 
minute post-game show with Fred Cu- 
sick. Messrs. Martin, Cusick and George 
Sullivan will broadcast the games. 

There are no plans for local TV of 



Appeal to the men 

Swank Inc. through Shaller- 
Rubin Co., both New York, has 
begun its fall campaign for Jade 
East men’s toiletries with partic¬ 
ipations in NBC-TV’s American 
Football League preseason games. 
The schedule, which began Aug. 
8, will continue through the regu¬ 
lar season games. In addition 
Swank will run a saturation spot 
campaign in the top-70 markets 
from October through Christmas. 

The color spot, which stresses 
romantic associations with the 
sponsor’s products, was produced 
by Shaller-Rubin on location in 
the Rain Forest of Puerto Rico. 


Patriots* exhibition games. Wbz-tv will 
carry the AFL games from NBC. 

Buffalo Bills ■ When Buffalo will 
feed the Bills* games to a New York 
state network of at least 10 and pos¬ 
sibly 17 stations. Marine Trust Co. of 
Western New York, through BBDO, 
which has the rights to the Bills’ games 
on radio, will be sole sponsor of the 
games on wben and is lining up its 
member banks in the state to sponsor 


at least part of the games on the net¬ 
work stations. What the banks don’t 
buy will be sold locally. Van Miller will 
handle the 10-minute pregame Kickoff 
and 10-minute post-game Scoreboard. 
Kickoff is bought on the full network 
by Milk for Health on the Niagara 
Frontier, placed direct, and Scoreboard , 
which is being sponsored on wben by 
Tobin Packing Co. through Storm Ad¬ 
vertising, is up for local sale. Mr. 
Miller will do play-by-play with Ralph 
Hubbell handling color. 

Wkbw-tv Buffalo will carry one ex¬ 
hibition game with Marine Trust, one- 
half sponsor, and Koehler Beer through 
Lando Inc. taking one-quarter. The 
remaining one-quarter is open, Rick 
Azar will announce the game. There 
are no pre- or post-game shows sched¬ 
uled on wgr-tv which will carry the 
AFL games from NBC. 

Denver Broncos ■ Ktln Denver will 
feed Broncos’ five exhibition and 14 
regular games to 33 other radio sta¬ 
tions of the Intermountain Network in 
Colorado, Wyoming, New Mexico and 
Nebraska. Humble Oil Co, through 
McCann-Erickson and RCA Dealers 
through Ward Terry & Co, will co-spon¬ 
sor the broadcasts on the network. A 
pregame show with Joe Finan and post- 
game shows with Mr, Finan and Bob 
Martin will also be fed to the network 
for local sale. Mr. Martin will do play- 
by-play and Mr. Finan color on the 
games. 

Koa-tv Denver, which will carry the 
AFL games from NBC-TV, is working 
on arrangements for a post-game pro¬ 
gram. 

Houston Oilers ■ Much to everyone’s 
surprise, the Oilers turned down the 
luxurious new domed stadium there, 
reportedly because of the price, and 
will play this year in Rice University's 
Rice Stadium, also unusual since Rice 
heretofore has not allowed the ptdfes 1 
sionals to appear there. 

Kilt Houston replaces kxYz there 
this year as the radio key and a tegiori^ 
al network is still in formation fdr the 
regular season schedule. Kilt will 
carry the five exhibition games of 
the Oilers. Phillips Petroleum through 
J. Walter Thompson Co. will be one- 
half snonsor with the other half still 
open. Kilt’s pre- and post-game shows 
will be sponsored by Jacobe-Pearson 
Ford, direct. Bill Ennis will do play- 
by-play and Al Jamison will handle 
color. 

Kprc-tv Houston will telecast in 
color four Oilers exhibition games, 
three live and one on tape. Hamms beer 
through Campbell-Mithun will be one- 
half sponsor, the Houston Dodge 
Dealers through BBDO have one- 
quarter and the other quarter is still 
open. There are no pregame or post¬ 
game shows. John Ferguson will do 
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Black and white is fine. 



But color 

is a horse of another color. 


Who needs a selling job on the extra effectiveness of 
color in advertising? Magazines charge extra for it. 
Many TV stations do. But we don't. We're a COLOR 
station, built for color telecasting, and we’ve been at 


it nearly 8 years. We do everything possible in color 
so it’s no problem to air your commercials that way. 
Talk to your Peters, Griffin, Woodward “Colonel” 
about advertising in color on WFGA-TV. 


Wm\ WFGA-TV/JACKSONVILLE ^ 


AN AFFILIATE OF WOMETCO ENTERPRISES. INC. 
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FOOTBALL: NOW 7-MONTH TV STAPLE continued 


play-by-play and Dick Maegle will han¬ 
dle color. 

Kansas City Chiefs ■ Popularity of 
the Chiefs appears to be increasing con¬ 
siderably in the Missouri, Kansas and 
Oklahoma area where nearly 40 stations 
will be fed coverage by kcmo Kansas 
City, Mo. Kcmo’s network this year 
is more than double last year’s total of 
17 outlets. Schlitz Beer through Mace 
Advertising and Interstate Securities 
through Rogers & Smith have each 
renewed for one-quarter sponsorship of 
the five exhibition and 14 season games, 
and another quarter has been signed 
by Fairmont Country Club Dairy 
through Tatham-Laird & Kudner. A 
quarter is still open. Businessmen’s As¬ 
surance Co. through Potts-Woodbury 
will sponsor the pregame feature and 
Casa de Montez restaurant chain will 
sponsor the post-game scoreboard. Tom 
Hedrick and Bill Grigsby will announce 
the games. 

Wdaf-tv Kansas City will air two 
exhibition games this year. Interstate 
Securities has one-quarter with remain¬ 
der going as a spot carrier. No pregame 
or post-game shows are scheduled. An¬ 
nouncers are Ken Case, John Henry 
and Charles Jones. 


New York Jets ■ Wabc New York 
is in the second year of a five-year 
contract with the Jets. There is no 
radio network. Carling Brewing Co. 
through Lang, Fisher & Stashower has 
renewed for one-quarter, with the New 
York Dodge Dealers through BBDO; 
Midas Muffler through Doner-Harrison, 
and First National City Bank through 
BBDO, also taking one-quarter each. 
Howard Cosell will do the pregame 
show and Otto Graham the post-game 
program. Both are sponsored by the 
House of Worsted-Tex through Altman, 
Stoller, Chalk. Merle Harmon and Mr. 
Graham will announce the games. 

Wor-tv New York will carry five 
preseason exhibition games, four of 
them live and one on tape. Rheingold 
Beer through Doyle Dane Bernbach 
will sponsor three-fourths of the games' 
and Thom McAn through DDB has 
the other quarter. Clure Mosher will do 
the play-by-play and Les Smith the 
color. 

Oakland Raiders ■ For the third year 
kdia Oakland will feed the Raider’s 
exhibition and regular games to 13 
California radio stations. Northern 
California Sheet Metal Contractors, 
placed direct, will sponsor one-half, 


Guild Wine Co, through Compton Ad¬ 
vertising, has one-quarter and the re¬ 
maining quarter is going as a spot 
carrier. Alternating pre- and post-game 
sponsors are Dahl Chevrolet, placed 
direct, and Grand Auto Stores through 
Dearborne, Routh & Associates. Bob 
Blum will do the pre- and post-game 
shows and do play-by-play of the 
games. Dan Galvin will do color. 

Kron-tv San Francisco will carry 
the AFL schedule from NBC-TV but 
has no plans for pre- and post-game 
local programs or exhibition games. 

San Diego Chargers ■ Kfmb San 
Diego, which just concluded a three- 
year contract with the Chargers, starts 
a four-year pact with the team this year. 
There are no firm plans for a network. 
Co-sponsoring the games are Home 
Federal Savings & Loan Association 
through Lane-Huff, which has signed 
for the full four years, and Union Oil 
through Smock, Debnam & Waddell. 
Pre- and post-game shows will be co¬ 
sponsored by the San Diego County 
Plymouth Dealers through N.W, Ayer. 
The other half is unsigned. Lyle Bond 
will do play-by-play with Tobin Rote 
handling color. 

Kogo-tv San Diego will carry a 30- 
minute Charger Hi-Lites , featuring 
color films of the previous week’s game, 
prior to the NBC-TV college game 
on Saturday. This show will be co-spon- 
sored by Lukens Pontiac and one-half 
is still open. AFL Highlights , also in 
color, will be shown prior to the AFL 
games on Sunday. Kfmb-tv San Diego 
is producing a documentary on the 
Chargers to be shown in September, 
and plans a five-minute Charger high¬ 
light program to be shown Monday, 
Tuesday, Thursday and Friday during 
the season. Three Saturday night 
Chargers’ exhibition games will be 
shown live on ktla(tv) Los Angeles. 
Among sponsors will be Carter Products 
through Sullivan, Stauffer, Colwell & 
Bayles; Tidewater Oil through Grant 
Advertising; Bristol-Myers through Grey 
Advertising and Tree Sweet Products 
Co. through Eisaman, Johns & Laws. 
Dick Enberg will announce the games. 

Rambler plans extensive TV 

American Motors Corp. plans a con¬ 
siderable increase in the use of TV this 
fall for introduction of new Rambler 
cars, it was disclosed at the Chicago 
dealer meeting. 

Rambler will use participations on 
several dozen network shows plus TV 
spot in major markets and the Andy 
Griffith Hour special on CBS-TV Oct. 
7, marking a ten-fold boost in TV 
budget share, according to a report 
from a closed dealer session. Last April 
AMC moved from Geyer Morey Bal¬ 
lard to Benton & Bowles, New York. 
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WSPD-radio- Toledo's showroom 


Metropolitan Toledo ranks 43rd in U. S. passenger cars, 
with about a quarter of a million automobiles. Use 
WSPD-Radio to tell Toledo about your models and to 
get them into the showroom. Adult programming aimed 
at the car buying public. 

There's no better showroom for your sales message 
than WSPD, Toledo’s No. 1 Station. Call Katz for detaifs. 

Statistical Infuimutlon: SRDS. Hooper: NCS *61 
All estimated and limited as shown in reports. 
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WSPD 

It A 010 
TOLLDO 


A STORER STATION 
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